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ABSTRAKSI 
 
 Penelitian ini bertujuan untuk menjelaskan pengaruh window 
display, tata letak toko, pemajangan produk terhadap emosi positif. Tujuan 
lain dari penelitian ini adalah menjelaskan pengaruh emosi positif  terhadap 
keputusan pembelian konsumen di The Executive Pakuwon Trade Centre 
Surabaya dan menjelaskan kemampuan mediasi emosi positif atas pengaruh 
window display, tata letak toko, dan pemajangan produk terhadap keputusan 
pembelian konsumen di The Executive Pakuwon Trade Centre Surabaya. 
 Desain penelitian kausal, variabel penelitian meliputi: variabel 
independen yaitu:  window display (X1), tata letak toko (X2), dan 
pemajangan produk (X3).  Variabel terikat emosi positif (Y1) dan keputusan 
pembelian (Y2). Jumlah sampel penelitian sebanyak 100 sampel dan teknik 
analisis data menggunakan regresi hirarki. Temuan dalm penelitian ini 
menunjukkan bahwa window display, tat letak toko, dan pemajangan 
produk berpengaruh terhadap emosi positif pelanggan. Emosi positif  
berpengaruh terhadap keputusan pembelian konsumen, dan emosi positif 
merupakan variabel  yang memediasi pengaruh window display, tata letak 
toko dan pemajangan produk terhadap keputusan pembelian konsumen di 
The Executive Pakuwon Trade Centre Surabaya. 
 
Kata Kunci: Window Display, Tata letak Toko, pemajangan produk, Emosi 
Positif, Keputusan Pembelian  
 
 
 
 
 
 
 
 
 
 
 
 
 xv 
ABSTRACT 
 The aim of this research is to identify the impact of window 
display, store lay out, and point of puchase  toward positive emotion. 
Beside that, the research also to identify the impact of positive emotion 
toward buying decision, and identify the ability of positive emotion as 
mediating variable of the influenced of window display, store lay out, and 
point of puchase  toward buying decision at The Executive Pakuwon Trade 
Centre Surabaya. 
 Research design is causal design. The independent variables are: 
window display, store lay out, and point of puchase. The dependent variable 
are: positive emotion and buying decision. The number of samples are 100 
samples. Data analysis technique using hierarchycal regression This 
research showing that window display, store lay out, and point of puchase   
influence toward positive emotion. The other result showing that positive 
emotion as e meadiating variable of the influenced window display, store 
lay out, and point of puchase  toward buying decision at The Executive 
Pakuwon Trade Centre Surabaya. 
 
Keywords: Window Display, Store Lay Out, Point of Puchase, Positive 
Emotion, Buying Decision  
 
 
 
